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1. INTRODUCTION 

In January 2015, New Brunswick College of Craft and Design (NBCCD), located in 
Fredericton, and the provincial government department of Post-Secondary Education, 
Training and Labour (PETL) commissioned a feasibility study for an art gallery pop-up in 
Saint John. The pop-up art gallery would feature the arts and crafts produced by 
students and graduates of NBCCD’s Aboriginal Visual Arts (AVA) Program.  

The feasibility study had two goals:  

1. Determine the feasibility of establishing a pop-up art gallery in Saint John. 

2. Determine if a retail pop-up gallery is the best vehicle for helping AVA students 
transition from student life to the life of a successful entrepreneur.  

NBCCD chose uptown Saint John as the site for the art gallery pop-up for two reasons: 
its vibrant and inclusive arts community and its growing tourism and cruise ship 
industries.  

Background 
Pop-ups 
The concept of pop-up retail, or temporary retail shops, originated in Japan, where a 
limited quantity of a product would be made available to the public at an unexpected 
location for a short period of time. The location could be a storefront, a residence, an 
abandoned building or the back of truck! Once the product sold out, which could happen 
in a matter of days or hours, the pop-up would disappear for several days or even 
months, depending on how long it took to produce a specific quantity of a new product.  

In the past decade, the pop-up concept has proliferated around the world and is now 
used by local artisans and corporations alike. The immediacy of a pop-up—as in here 
today, gone tomorrow—puts pressure on the buyer to purchase the product before it’s 
gone forever. According to Wikipedia, “pop-up retail allows a company to create a 
unique environment that engages their customers and generates a feeling of relevance 
and interactivity.”i  

Pop-ups are also seen as a low-cost alternative to the traditional retail storefront. 
Arguably, an art gallery pop-up could enable NBCCD to fulfill its mandate to support 
“professional practice, personal development, creative enterprise and applied learning in 
craft & design.”ii Pop-ups, by their very nature, are all about getting the best possible fit 
between producer and consumer, which means that pop-ups need to be flexible and 
light on their feet.  

In Atlantic Canada, Nova Scotia College of Art and Design (NSCAD) has been using the 
pop-up model for a number of years to sell the work of students and staff. There are 
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department-level, student-run pop-ups as well as global, institutional-level pop-ups run 
by NSCAD’s University Relations. NSCAD has found that pop-ups give the community a 
better understanding of what NSCAD does as a university. Property owners are happy to 
host a pop-up in an empty retail storefront for free, or for a nominal fee, because the 
activity makes the space more appealing to future renters or buyers. Students 
appreciate the pop-up model because it enables them to develop their management, 
gallery, networking and entrepreneurial skills. Additional information regarding NSCAD’s 
use of pop-ups is attached as Appendix A. 

NBCCD’s vision for a pop-up art gallery  
At the beginning of the feasibility study, NBCCD’s vision for the art gallery pop-up 
included opportunities for AVA graduates to retail their work, demonstrate an art or craft 
(e.g., basket making, canoe building or paddle carving) and ultimately gain the skills, 
experience and confidence required to become successful craftspersons and 
entrepreneurs. 

With this vision in mind, the NBCCD Project Steering Committee initially evolved three 
art gallery pop-up scenarios:  

Scenario A: Craft demonstrations and retailing would take place on the same 
site. For example, an AVA graduate might demonstrate and sell their work at the 
Saint John Port Authority terminal merchandise tent. 

Scenario B: Craft demonstrations and retailing would take place at two separate 
locations. For example, cruise ship visitors might observe a craft demonstration 
in 1 Market Square and then be redirected off-site to an art gallery pop-up 
retailing Aboriginal art and craft in the immediate uptown Saint John area.  

Scenario C: Craft demonstrations and retailing would take place in an uptown 
storefront large enough to accommodate an artist-in-residence. Ideally, the space 
would have nearby accommodation for the artist-in-residence. 

Vision for a pop-up art gallery evolves into an Experiential Hub 
As the feasibility study progressed and knowledge of the partnering opportunities in 
Saint John deepened, a fourth option emerged: 

Scenario D: The concept of an art gallery pop-up evolved into something best 
described as an Experiential Hub. Operating as an independent, autonomous 
entity, the Hub would establish a physical home base in an uptown retail 
storefront or building. Working from that home base, the Hub, as part of its 
mandate, would provide a number of experiential pop-up options for the AVA 
students and graduates. In addition to the pop-up retail opportunities, the Hub 
would facilitate internships, artist-in-residence positions, commissions, teaching 
and instruction opportunities and targeted art and craft celebrations and events.  
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Central to the Hub’s success would be the customized approach taken with each Hub 
participant. Individuals would work with a mentor to determine their unique path from 
student to successful entrepreneur. The mentor would help the individual identify an art 
practice customized to their personality, skill set and product. The mentor would also 
facilitate entrepreneurial learning opportunities around product pricing, setting up a 
business, establishing an online presence and so on. Finally, the mentor would help the 
individual develop a customized ‘experiential road map’ leading to their direct 
participation in the economy. 

For example, the individual might start by taking part in a group demonstration on canoe 
building outside the New Brunswick Museum, then move on to demonstrate carving 
paddles at one of the Hub’s Queen Square Farmers Market demonstration sites. Based 
on these successful experiences and with increased confidence, the individual might 
then elect to transition to the Hub’s retail booth at the cruise terminal, where they would 
focus on retailing to European cruise visitors, who are known to take a special interest in 
all things Aboriginal and who have significant amounts of disposable income. Through all 
of these activities, the mentor would continue to work with the individual, helping them 
leverage their success. Participants would be coached on how to create ‘head room’—
ongoing opportunities to develop their career path. For example, the mentor might help 
the individual explore options to partner with a corporation or NGO to become that 
institution’s go-to craftsperson for a corporate gift.  

To summarize, the customized transition from student to entrepreneur afforded by the 
Hub creates and builds on success. The Experiential Hub has the potential to facilitate 
employment paths for Aboriginal artists and craftspersons from all parts of New 
Brunswick. 

What’s covered in the report 
Following the feasibility study’s methodology, this report sets out its findings around:  

� the context for Saint John’s tourism industry and particularly the cruise ship 
visitor market;  

� potential partners in Saint John and the opportunities they afford;  

� the Experiential Hub and all it entails;  

� NBCCD’s role in relation to the freestanding Hub as well as the AVA 
students’ needs and aspirations;  

� what would be involved in running the Hub;  

� sustainable funding; and 

� required research. 

Following these sections, immediate and long-term recommendations are presented. 
Extensive background materials are included as appendices.  
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2. METHODOLOGY 

The feasibility study used a mixed methodology, meaning that both quantitative and 
qualitative data were collected, analyzed and reported on. Quantitative data were 
derived from third-party studies, reports, websites, the City of Saint John, local 
businesses and organizations involved in the cruise ship industry, members of the Saint 
John business community and provincial government representatives. Qualitative data 
were collected during 12 telephone and 12 face-to-face key informant interviews, two 
focus groups and multiple formal and informal meetings with the feasibility study’s 
Project Steering Committee and interested community partners. One focus group was 
with the NBCCD AVA Advisory Committee and the other was with students in the AVA 
program. For select steering committee members, a tour of Saint John and meetings 
with potential community partners were arranged. There were weekly consultations with 
the steering committee’s primary contact, who is also the founder and head of the AVA 
program. As required, updates were provided for the research analyst at PETL’s 
Strategic Services Branch. A table identifying the contacts made during the course of the 
feasibility study is attached as Appendix B. 

The scope of the feasibility study for an art gallery pop-up in uptown Saint John was 
determined by NBCCD and PETL. However, the pop-up gallery scenarios and the vision 
for the Hub were evolved collaboratively with the NBCCD Project Steering Committee. 
Every attempt was made to carry out the feasibility study in a way that respected the 
NBCCD AVA program’s approach to working with their students.  
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3. TOURISM/CRUISE SHIP INDUSTRY CONTEXT 

Contribution to Saint John’s economy 
Monies generated through tourism make a significant contribution to the Saint John 
economy. In 2013, Enterprise Saint John noted: 

More than 1.5 million tourists visit Saint John every year spending 
up to $250 million in new money, which amounts to almost $1,700 
for every man, woman and child living in the greater Saint John 
community..… The sector employs one in 10 people in the Fundy 
region, more than fishing, mining and agriculture combined.iii  

Discover Saint John painted a more conservative picture. In 2013, visitors to Saint John 
spent $228.5 million: $177.8 million was spent by New Brunswick residents; $60.5 
million was spent by Canadians living outside New Brunswick; and $50.2 million was 
spent by persons from outside Canada.iv Of the total $228.5 million, approximately $18 
million was spent on “other merchandise & services.”v While data are difficult to 
ascertain, a substantial portion of these tourism dollars are brought to Saint John by the 
cruise ship market. 

Number of ships and passengers 
According to the New Brunswick Tourism Indicators Summary Report, in 2013, Saint 
John Port Authority received 64 cruise ships and welcomed 166,616 passengers.vi 
Compared with 2012, these figures constitute a 15% decrease in cruise ships and an 
11% decline in passengers.vii This temporary decrease in the number of cruise ships is 
attributed to the introduction of emission control requirements for cruise ships and the 
down time needed for ships to become compliant. During the 2015 season, which 
extends from May 5 to November 3, 62 ships are scheduled to visit Saint John.viii 
Discover Saint John expects 120,000 cruise ship visitors in 2015.ix No data are available 
on the number of visitors who remain on board, the number who leave Saint John on 
day tours, or the number who walk around uptown Saint John.  

Saint John would like to become a ‘home port’—a destination where cruise passengers 
board and disembark. This would have a dramatic positive impact on the local economy 
because cruise visitors would spend additional nights in the Saint John area. This year, 
Saint John will host one home port ship.  

Cruise visitors’ spending patterns 
According to Saint John Port Authority, passengers in 2013 spent on average $58 per 
person in Saint John.x Saint John Waterfront Development Corporation (SJWDC) puts 
that number at $80 per cruise visitor.xi Retail operators noted that cruise ship passengers 
getting off the ships were anxious to make trips to the drugstore or liquor store before 
turning their attention to shopping. Cruise passengers are also very eager to access Wi-



Experiential Hub 2015                vHarrop & Associates Inc                 vharrop@gmail.com 6 

Fi, which is reported to be very expensive on some ships. Passengers will make a 
nominal purchase for something like coffee or ice cream if it is coupled with internet 
access. 

Many family cruises are of shorter duration than those targeted at passengers travelling 
without children. If Saint John is their only destination, cruise visitors may feel pressure 
to make a purchase while they are in port. Ships typically offer discounted family cruises 
before mid-August, and those passengers are reported to spend less per person than 
the $80 average. Family and economy cruise visitors are reported to buy mementos in 
the $5 to $50 bracket. 

Anecdotal evidence suggests that passengers on elite cruise ships, which have fewer 
passengers per cruise, spend more per person. That being said, passengers on elite 
cruises are more likely to go on an organized bus tour taking them out of uptown Saint 
John. Cruises arriving later in the season cater largely to Europeans and retirees who 
may have several ports of call, so the pressure to buy something in Saint John may be 
reduced. Retirees are reported to frequently refer to simplifying their lifestyles, and many 
prefer utilitarian purchases like tea towels. Many also purchase items for their pets. 
Cruise ship passengers who rent cars for the day are said to drive to St. Martins or St. 
Andrews. Of note, Kingsbrae Garden in St. Andrews had 20,352 visitors in 2013.xii It is  
not known how many of these visitors were from the cruise ships docked in Saint John. 

Cruise visitors’ attitudes 
Vendors who have been involved with the cruise ship industry from its inception 
commented on the perceived rudeness and litigious nature of American tourists. They 
caution vendors to be prepared for criticism regarding their products’ construction, price, 
relevance and so on. If vendors are operating outside of the designated cruise terminal 
or Loyalist Plaza Market areas, they must take care to be properly insured. 

Cruise visitors’ pedestrian traffic patterns  
Saint John has four cruise ship berths. When cruise ship visitors exit their ship, they 
pass directly through one of Saint John’s two cruise ship terminals. Marco Polo Cruise 
Terminal is closest to the uptown area. The newer Diamond Jubilee Cruise Terminal was 
built just down the road and behind the Marco Polo terminal. Both terminals front on 
Saint John Harbour and Water Street.  
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As indicated on the map, cruise visitors’ pedestrian traffic patterns are very 
circumscribed. Before they can exit the Saint John Port Authority property, they must 
walk through a large outdoor tented area located outside Marco Polo Cruise Terminal. 

This tent, referred to as the Fundy 
Cruise Market, houses retail stalls 
occupied by local small business 
vendors. Once visitors navigate 
this retail space, they pass 
through the Saint John Port 
Authority parking area and out 
onto Water Street. At this point, 
they can either board a bus for a 
prearranged tour or turn left and 
walk down Water Street to 
Loyalist Plaza, where they will 
navigate a second group of retail 
stalls operated by local artisans. 
This area is also referred to as 
Loyalist Plaza Market. After 
passing through the stalls, cruise 
visitors tend to amble down 
Market Slip and either continue to 
walk along Harbour Passage or 
enter Market Square directly 
across from New Brunswick 
Museum. Once inside Market 
Square, the majority of cruise 
visitors take the pedway up 
through Brunswick Square to the 
Saint John City Market. Cruise 
visitors exit the market onto Union 

Street, turn right onto King, and walk back down King Street to Water Street to return to 
the cruise ship. Storefront owners on Water Street noted that at the end of the day when 
the weather was good, cruise visitors would congregate on Water Street before returning 
to the ship. 

Key players in the Saint John cruise ship industry 
The key players in the Saint John cruise ship industry are Port Saint John, Saint John 
Waterfront Development Corporation (SJWDC) and Aquila Tours. Port Saint John 
operates the cruise ship terminals as well as Fundy Cruise Market located outside the 
Marco Polo terminal. SJWDC operates Loyalist Plaza vendor tables (Loyalist Market), 
the Boardwalk, Market Slip, and Harbour Passage, which is a paved waterfront walkway 
between the cruise terminals and the Reversing Falls Rapids. SJWDC also sponsors 
and provides space for Sculpture Saint John. Aquila Tours is the principal shore 
excursion operator in Saint John. Aquila Tours markets adventure tours (hiking, biking, 
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kayaking), walking tours and bus tours to cruise lines. These tours are prebooked before 
the passengers leave their ship.  
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4. SAINT JOHN CONTEXT 

Without exception, every arts organization, business, corporation, NGO, and municipal 
and provincial government department we spoke with was overwhelmingly positive 
about the prospect of an Experiential Hub in uptown Saint John. They were particularly 
excited about the Hub’s focus on Aboriginal art and craft. Invariably, before I finished 
articulating NBCCD’s vision, the interviewee leapt forward imagining how their 
organization could collaborate on leveraging a relationship with both NBCCD and the 
freestanding Hub. The community’s cohesive approach can be attributed in part to the 
City of Saint John’s Arts and Culture Policy, which articulates Saint John’s deep and 
active commitment “to being a city in which the arts are accessible to all, artistic 
achievement, cultural diversity and heritage are valued and celebrated, and the 
community's uniqueness and vibrancy are reflected in its arts, culture and citizens, and 
in its commerce, buildings and facilities." As such, the policy aims to “formally establish 
the arts and culture in the life of Saint John.” 2005.xiii  

Outlined below are the organizations that would like to partner with NBCCD and the 
Experiential Hub. 

Saint John Arts Centre 
The Saint John Arts Centre would like to help NBCCD establish a satellite presence in 
Saint John. The Centre has studios for printmaking, pottery, drawing and digital media 
as well as three art galleries and a theatre/meeting space for lectures and discussion 
groups. They would like to offer NBCCD-accredited foundation-year arts courses in 
these facilities and develop an artist-in-residence program in conjunction with the Hub. 
Saint John Arts Centre is deeply involved with Sculpture Saint John. In addition to 
organizing the workshops delivered at the Coast Guard site, Saint John Arts Centre 
exhibits the sculptures produced during the Sculpture Saint John workshops. The Centre 
also organizes the very popular Gallery Hop that takes place three times a year. This 
event, sponsored by Uptown Saint John, requires participants to have a permanent art 
gallery or exhibition space. The Hub could approach the Arts Centre to ascertain 
whether a pop-up art gallery could be included in this event. Unfortunately, Saint John 
Arts Centre, situated adjacent to the new law courts located in Peel Plaza, lies outside 
the target Hub area and is not a frequent destination for cruise ship visitors. 

Saint John Waterfront Development Corporation 
As noted earlier in this document, SJWDC is a key player and supporter of the arts in 
Saint John. SJWDC is also responsible for the redevelopment of the waterfront, 
including the area now occupied by the Canadian Coast Guard. SJWDC has given 
Sculpture Saint John, free of charge, the top floor of the Coast Guard building to use as 
office space for the planning of Sculpture Saint John, as well as the use of the Coast 
Guard parking lot, where the sculpting, demonstrations, workshops and retail take place. 
SJWDC would like to collaborate with the Hub/NBCCD on art for the waterfront 
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boardwalk that wraps around the harbour sides of the Saint John Hilton. Finally, SJWDC 
is also responsible for Harbour Passage and, in collaboration with TD Bank, has 
installed two Ecological Hubs along the walkway. SJWDC expressed interest in initiating 
the development of a third, interactive, Eco Hub and is open to a focus on Aboriginal 
peoples, their history and their relationship with the Saint John River. These Eco Hubs 
provide teachable moments on school tours as well as being appreciated by cruise 
visitors and local inhabitants.  

Sculpture Saint John 
Sculpture Saint John is a six-week-long biennial event that is part of a larger global 
movement focused on engaging communities in appreciating and supporting public art, 
notably granite sculptures. In 2014, eight sculptors came from around the world to work 
on a public sculpture for a specific community, institution, business or organization. Two 
of those sculptors were from NB and one of those two was a graduate of NBCCD. The 
sculptors are partnered with student interns who have direct ties with NB. Sculpture 
Saint John focuses their support on interns with NB ties because they want to encourage 
them to come back home or remain in NB. Sculptors and their interns are housed at Villa 
Madonna Retreat House and, in addition to their accommodation, all flights, meals and 
ground transportation are provided. Sculpture Saint John would like to encourage 
Hub/NBCCD AVA graduates to apply for the sculptor positions. They would also 
welcome Hub-sponsored demonstrations and participation in their vendor tent located on 
the Coast Guard site. Sculpture Saint John would like to partner with NBCCD to make 
the six-week experience an accredited independent study for interns and sculptors. Of 
note, in 2016 the Town of Oromocto, home of Oromocto First Nation, is one of the 
communities that will be partnered with a sculptor. In 2014, Sculpture Saint John was 
reputed to have a budget of $700,000, a significant amount of which was in-kind support 
from local corporate sponsors and community groups.  

New Brunswick Museum 
New Brunswick Museum is very interested in collaborating with the Hub on its pop-up 
activities. They have offered to collaborate on exhibition panels to accompany the 
demonstration sites. The content for the panels would be codeveloped with the Hub. The 
museum has access to Market Square Atrium as part of their lease from Saint John 
Waterfront Development, and they have offered demonstration space in the Atrium to 
Hub participants. The museum has also offered to complement Hub demonstrations with 
an exhibition highlighting Aboriginal art and crafts from their historical collection, and 
they have identified demonstration opportunities in relation to their program of public 
lectures, workshops and school tours. New Brunswick Museum is also interested in 
carrying Aboriginal art and craft, including the more expensive items, in their gift shop. In 
addition to these opportunities, both New Brunswick Museum and the museum gift shop 
would like to offer artist-in-residences to AVA students. The museum is particularly 
eager to partner with a community-based entity like the Hub on funding applications to 
granting institutions like the Canada Council. Finally, the proposed expansion of the 
original New Brunswick Museum on Douglas Avenue includes the redevelopment of a 
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historical Aboriginal trading site located adjacent to the property. This redevelopment, 
located on the Saint John River, could become a state-of-the-art living museum—a place 
where AVA students and graduates become gainfully employed and where the history 
and culture of Aboriginal peoples are valued and celebrated. 

Of note, the manager of the New Brunswick Museum gift shop, who comes from a family 
of artists and who managed Handworks Gallery for many years prior to being employed 
by the museum, is working on setting up an art gallery pop-up targeting corporate clients 
in the city. She has expressed interest in mentoring as well as carrying the work of AVA 
students and graduates in her pop-up. 

City of Saint John  
As noted above, the City of Saint John offered space, free of charge, for demonstrations 
of Aboriginal art and crafts at the Queen Square Sunday Farmers Market. Retail is also 
encouraged but is subject to a nominal fee. The Farmers Market is an important venue 
because this is where uptown Saint John gels as a community. The market is a culturally 
diverse event with a growing and enthusiastic local customer base, including 
professionals who would be interested in and can afford to purchase higher-end art and 
crafts. Hub demonstrations would also afford these professionals the opportunity to 
imagine, for example, how a demonstration might be incorporated into the school class 
they teach or how a museum-quality basket might make the perfect corporate gift.  

The City of Saint John is also interested in and supportive of evolving an Aboriginal Arts 
Festival. For example, they suggested that the City could block off Prince William Street 
for New Brunswick Day in early August. Again, this willingness to support and promote 
public art events is congruent with the City of Saint John’s Arts and Culture Policy. 

National Water Centre 
In 2013, Kenneth and Tasha Irving donated their prestigious waterfront property on the 
Kennebecasis River to the National Water Centre. The Centre’s purpose is to “find 
creative solutions to water issues and promote a culture that celebrates Canada’s 
waterways.”xiv One of the guiding principles is to “encourage academic and artistic 
exploration in recognition of the need for innovation and creativity.”xv The National Water 
Centre identified its interest in developing an artist-in-residence program with the Hub, 
hosting an AVA art gallery pop-up at the National Water Centre, bringing cruise ship 
visitors, tourists and New Brunswickers generally to the National Water Centre where, 
among other things, visitors could see an artisan at work and have the opportunity to 
purchase high-quality art and craft. They suggested that visitor donations go toward 
supporting the artist-in-residence program. The National Water Centre also expressed a 
desire to invite representative NBCCD students and staff to their next Arts Summit. The 
National Water Centre would like to explore the feasibility study’s proposed river/water 
theme that could potentially pull together Aboriginal peoples, the Maliseet Nation 
Conservation Council, Saint John Waterfront Development and the National Water 
Centre as partners in the next Eco Hub on Harbour Passage. Finally, and as part of the 
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river/water theme, the National Water Centre is open to a follow-up conversation around 
Sculpture Saint John and possible complementary collaborations. The National Water 
Centre would like to move forward with the pop-up gallery and artist-in-residence 
program this summer. The Royal Bank of Canada is one of the National Water Centre’s 
partners. 

Maliseet Nation Conservation Council  
Two small islands are located in Brothers Cove on the Kennebecasis River. The 
Brothers Islands are located close to the National Water Centre property. According to 
an article in the Maliseet Nation Conservation Council September 2010 newsletter, “the 
islands are Indian Reserves as per the Indian Act and are a jointly held reserve of all the 
Maliseet First Nations.”xvi xvii The Maliseet Nation Conservation Council has been 
contacted and has expressed interest in meeting to learn more about the Experiential 
Hub and exploring how the two entities might collaborate. 

ArtsLink NB 
ArtsLink NB, located in uptown Saint John, is a professional organization representing 
anglophone artists from across the province. ArtsLink NB has recently launched a pilot 
Accelerator Program focused on entrepreneur development. ArtsLink NB suggested 
exploring the possibility of providing AVA grads with an Accelerator Lite Program 
between now and when the Hub in Saint John is established. Membership in ArtsLink 
(for an annual fee of $75) would enable the Hub to stay connected with opportunities for 
artists in Atlantic Canada.  

New Brunswick Community College Saint John  
Community colleges in New Brunswick are deeply involved in providing post-secondary 
education for Aboriginal peoples in NB. NBCC Saint John plans to become a signatory 
to Colleges and Institutes Canada’s Indigenous Education Protocol. The Protocol 
“underscores the importance of structures and approaches required to address 
Indigenous peoples’ learning needs and support self-determination and socio-economic 
development of Indigenous communities.”xviii The seven principles guiding the 
Indigenous Education Protocol match the aspirations of the Hub. A copy of those 
principles is included as Appendix C. NBCC Saint John is interested in exploring 
research and educational opportunities with the Hub. 

University of New Brunswick Saint John  
The Business School at University of New Brunswick Saint John (UNBSJ) has 
expressed interest in partnering its students with Hub participants. Once the vision for 
the Hub has solidified, they look forward to participating in a formal meeting.  
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River/Water Theme  
During the course of the feasibility study, a water or river theme emerged. Saint John 
Waterfront Development expressed interest in developing a third Eco Hub focused on 
Aboriginal peoples and their historical and current-day relationship with the Saint John 
and Kennebecasis River systems. The National Water Centre expressed interest in 
being involved in the development of the Eco Hub because it is a direct fit with their 
mandate to celebrate water in Canadian culture and their promotion of “swimmable, 
drinkable, fishable water through community building, information sharing, research and 
leadership development.”xix The Maliseet Nature Conservancy, which manages Brothers 
Islands, has expressed interest in leveraging the Brothers Islands conservation and eco-
tourism potential. Of note, the Brothers Islands are literally a stone’s throw from the 
National Water Centre. Also, New Brunswick Museum’s redevelopment of the Aboriginal 
trading site is located on the river. Finally and most importantly, two of the dominant 
themes in the AVA program are canoe building and paddle carving. Saint John 
Waterfront Development, New Brunswick Museum, Sculpture Saint John and the 
National Water Centre all expressed interest in having the AVA students demonstrate 
canoe building and paddle carving onsite. The Experiential Hub has the potential to bring 
these partners together around a river/water theme and, in the process, create 
demonstration, retail, teaching, commissions and artist-in-residence positions for AVA 
students and graduates.  
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5. EXPERIENTIAL HUB 

Description of the Experiential Hub 
To review, NBCCD’s original vision was for an art gallery pop-up that would enable AVA 
graduates to retail their product, demonstrate an art or craft and gain entrepreneurial 
skills. However, as the feasibility study progressed, it became increasingly apparent that 
Saint John afforded more than a simple retail opportunity linked to the cruise ship 
industry. Rather, Saint John offers a constellation of partnerships, relationships and art 
events and activities that can be leveraged into a veritable smorgasbord of opportunities 
for AVA students and graduates. These include the original retail and demonstration 
opportunities and, in addition, offer exhibition, commission, teaching/instructing and 
artist-in-residence positions. The breadth and depth of these opportunities in Saint John 
made the NBCCD Project Steering Committee rethink its original vision. As a result, 
NBCCD’s vision expanded from an art gallery pop-up only to an Experiential Hub that 
would include the pop-up art gallery concept and much more.  

As noted in the background section of this report (see Introduction), the Hub would 
mentor each AVA student in the development of a customized, experiential career path 
bridging the gap between being a student and becoming a successful entrepreneur. For 
its part, over time, the Hub would provide storefront retail space and secure retail and 
demonstration booths and tables at the cruise ship terminals, Loyalist Plaza Market and 
Queen Square Farmers Market. Students would then be able to ‘pop up’ in these retail 
spaces already rented by the Hub.  

The Hub would also seek out and negotiate teaching or instruction opportunities, artist-
in-residence positions and commissions for participants. A complementary mentoring 
program would be initiated by the Hub that focused on developing entrepreneurial skills. 
Because of its domain expertise, NBCCD would be the primary ‘go to’ organization for 
contract-based arts-related entrepreneurial expertise.  

To conclude, the Hub would provide a safe, supportive environment designed to enable 
Aboriginal artists and craftspersons to participate fully in the Canadian economy. 

Hub’s approach to e-commerce 
As important to the Hub as Saint John’s economic ecosystem are the e-commerce 
opportunities afforded by the internet. The numbers are overwhelming: Etsy sold $2-
billion in goods last year.xx Pinterest has 50 million monthly users and is e-commerce 
enabled.xxi Instagram has 300 million users and is e-commerce enabled.xxii  xxiii  These 
numbers attest to the power and potential of the global virtual marketplace. Hub 
participants will learn how to develop an e-commerce-enabled website for promotion and 
marketing and link it to Etsy, Shopify, Pinterest, Tumblr and Instagram. They’ll also learn 
how to use social media platforms and tools like Facebook, Twitter, blogs and hashtags 
to drive customers to their website and ultimately make a purchase. The beauty of the 
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virtual retail presence Hub participants create is that they can take it with them and 
continue to grow their business when they move on from the Hub, be it back to their 
home community or beyond.  

Success in the virtual marketplace is linked directly to personal connection.xxiv  Hub 
participants will develop their personal story: their name, where they’re from, where their 
hometown is on the map, what they’re passionate about, what defines them as an artist 
and an individual, what the real story is behind their art and what made them an artist. 
This personal story will underscore what differentiates them as an Aboriginal artist. This 
story will be used on their business website as well in hard copy promotional material 
such as postcards, which, along with the artist’s business card, would be included with 
any purchase. 

As part of the retail experience, Hub participants will learn how to use a mobile billing 
system like CashBox on their iPad or smartphone and analyze the data the technology 
generates. The Hub itself will have a strong e-commerce presence. Saint John Business 
School and NBCC Saint John would be natural partners on the e-commerce aspect of 
the Hub experience.  

Hub’s targeted uptown area of operation 
As evidenced in this map, the potential location of the Hub was restricted to the uptown 
Saint John area to coincide with cruise ship visitors’ walking patterns. The area is 

outlined in red. Boundaries include 
Water Street, Market Square, Saint 
John City Market and King Street. The 
target area also includes Germain and 
Prince William Streets between King 
and Princess Streets. Queen Square is 
also included in the preferred area 
because it is the site of the Queen 
Square Farmers Market. The red brick 
house at 50 Carleton Street, located 
just outside the preferred area, is 
marked with @ and Queen Square is 
marked with *. The two Xs mark the 
cruise ship terminals. 
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Retail and demonstration opportunities 
There are eight sites where the Hub could purchase tables or booths for the AVA 
students to demonstrate and retail their products simultaneously: Fundy Cruise Market, 
Loyalist Plaza Market, Market Square, New Brunswick Museum, Sculpture Saint John, 
Queen Square Farmers Market, City of Saint John sidewalk vendor sites and an existing 
pop-up venue at 1 Princess Street. All of these sites could be just demonstration sites 
with potential buyers redirected to an off-site retail space. That retail space could be the 
Hub’s storefront, a Hub car or van parked down the street with a mobile vendor’s license, 
or an independent vendor table at one of Saint John’s 13 designated sidewalk vendor 
sites.  

The retail and demonstration sites are profiled below.  

Port Saint John Fundy Cruise Market  
Port Saint John has erected a large tent just outside Marco Polo Cruise Terminal. Within 
Fundy Cruise Market are approximately 28 vendor stalls (10’ x 10’), which are populated 
largely by small business owners and a few artisans. In 2014, vendors paid Port Saint 
John between $2,800 and $3,000 per stall. This fee entitles the vendor to set up their 
stall for the duration of the cruise ship season and have 24/7 security. Vendors are 
required to purchase $1-million liability insurance, which costs approximately $600. 
Access to the vendor tent is restricted to cruise ship passengers only. The vendor tent is 
operational for the duration of the cruise ship season, but only on the days when a ship 
is in port. Vendors can leave their stock set up in their stalls. This retail site is highly 
valued because cruise ship passengers must pass through the vendor tent on their way 
to and from the ship. In other words, the vendors’ stalls are cruise visitors’ first and last 
opportunity to shop in Saint John. (The application form and a diagram showing the 
layout of the vendor tents are attached as Appendix D.) Port Saint John indicated that 
they would welcome an Aboriginal craft demonstration at no cost to the vendor. There is 
no room inside the cruise terminal for a demonstration, so it would have to take place 
inside the vendor tent area.  

Loyalist Plaza Market  
The largely local artisans’ Loyalist Plaza Market has been in existence for the past 10 
years. Saint John Waterfront Development, which owns Loyalist Plaza, has contracted 
with the Hardman Group to manage approximately 43 seven-foot vendor stalls operating 
in the middle of the plaza. In some cases, the Hardman Group provides vendor tents; in 
other cases, the artisans provide their own tent and table. The Hardman Group will 
handle any visitor complaints or litigation. Vendors can carry out their business seven 
days a week between the hours of 8:00 am and 4:00 pm. In addition to a $300 charge 
(plus HST) for the 2015 season and a one-time fee of $150 for insurance, vendors must 
purchase their own content and personal injury insurance. An American-dollar float is 
required. Vendor income is reported to range from $3,000–$5,000xxv to $50,000–
$60,000; as with any vendor market, politics and personalities can have a big impact on 
sales and the vendor experience. Loyalist Plaza is exposed to the elements and can be 
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very cold in late summer and fall. The wind also makes it difficult to display products.xxvi  
Information on the application process is included as Appendix E.  

Market Square Atrium and New Brunswick Museum  
Saint John Waterfront Development Corporation (SJWDC) also owns Market Square, 
which has a large public atrium used for public events. Stores that front on Market 
Square Atrium can use that public space at no extra cost, and SJWDC has offered to 
schedule an Aboriginal craft demonstration for no charge. New Brunswick Museum, 
which one enters by passing through the Atrium, has also expressed interest in having 
an Aboriginal craft demonstration in the Atrium in conjunction with a display of artifacts 
from the museum’s Aboriginal art and craft collection. There is also the option of retailing 
product through the museum gift store. Options around partnering with New Brunswick 
Museum are discussed at length in section 4, Saint John Context. 

Sculpture Saint John 
Saint John Waterfront Development also owns the Coast Guard buildings and parking 
lots located next to Loyalist Plaza and Market Square. Every second year (2012, 2014, 
2016), the immensely popular Sculpture Saint John event takes place on the Coast 
Guard pier overlooking Saint John Harbour. Eight sculptors come from around the world 
to work for six weeks on a piece of public art—granite sculptures destined for NB 
communities and businesses. The eight sculptors are matched with eight NB 
apprentices; together the 16 individuals form an immediate micro arts community. In 
addition to the works-in-progress spectacle, classes, workshops and a vendor tent are 
all made available to cruise ship visitors and the general public. Sculpture Saint John 
would welcome an ongoing Aboriginal craft demonstration and complementary retail 
setup in the vendor tent. The next Sculpture Saint John is scheduled for 2016. Details 
around their vendor tent have yet to be confirmed. Sculpture Saint John is part of the 
much larger “Two Nation Vacation” tourism strategy promoted jointly by the Maine Office 
of Tourism and New Brunswick Tourism, Heritage and Culture. Options around 
partnering with Sculpture Saint John are discussed at length in section 4, Saint John 
Context. Additional background information on Sculpture Saint John is included as 
Appendix F. 

Queen Square Farmers Market  
The City of Saint John started the uptown open-air Queen Square Farmers Market three 
years ago and it has become an unprecedented success. It runs every Sunday from the 
end of May to mid October and is open from 9:00 am to 2:00 pm. Approximately 35 
vendors participate. Even though Queen Square is in Saint John’s South End, the 
market is largely a middle-class event with an inclusive, multicultural feel. People come 
in from as far away as Rothesay and Grand Bay Westfield; these visitors would be 
interested in demonstrations and could afford higher-end products. The weekly vendor 
fee is $25, or $20 if the vendor commits to four Sundays in a row. There would be no 
charge for a demonstration. Prospective vendors can register to retail at Queen Square 
Farmers Market through the market’s Facebook page.xxvii   
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City of Saint John mobile vendor, sidewalk vendor and waterfront vendor 
sites 
Three types of vendors are permitted to operate in Saint John: mobile, sidewalk and 
waterfront vendors.  

Mobile vendors can apply to the City of Saint John for a peddlers and hawkers license, 
which costs $100. This license allows the vendor to retail from their motorized vehicle as 
long as they park in a metered parking spot and pay accordingly. If they park in a non-
metered space, when the time limit has been reached, the vendor must vacate that 
parking space and relocate.  

Sidewalk vendors must get permission from the Common Council in the form of a 
sidewalk vendor license as well as obtain a peddlers and hawkers license. Common 
Council has identified 13 sidewalk vendor sites, which are awarded at a public auction 
every spring or by visiting the city’s By-Law Enforcement Office. If a site is not auctioned 
off, it can be bought for $2,000.xxviii  The holder then has exclusive rights to locate a 6x4-
foot stand at their site and operate from May 1 to April 30. Sidewalk sales are restricted 
to food and beverages and arts and crafts. If a vendor elects to buy the $100 peddlers 
and hawkers license and sell on the sidewalk rather than at one of the 13 designated 
sites, they cannot remain in one location but must keep moving. Of note, two of the City 
of Saint John’s designated sidewalk vendor sites are located directly across from the 
City Market’s Charlotte Street entrance. One is in front of the UNBSJ Bank Building and 
the other is on the northwest corner of King Square. 

Waterfront vendors who wish to occupy designated waterfront locations must obtain a 
vendor’s operation license. The specifics around this license are to be negotiated with 
Saint John Waterfront Development.  

A map of the City of Saint John’s vendor sites is attached as Appendix G along with 
extensive background information. 

Pop-up venue at 1 Princess Street 
Number 1 Princess is located on the corner of Princess and Water Streets, which 
positions it almost across the street from the entrance to the Marco Polo Cruise Terminal 
parking lot. The owners have renovated the ground floor into a pop-up space currently 
used for wedding receptions, special events and so on. It has 500 square feet of retail 
space, a kitchen and private bathroom. The owners are willing to host a number of select 
demonstrations and art galley pop-ups featuring the work of NBCCD AVA students and 
graduates. Dates for the pop-ups could be coordinated with optimal cruise visitor traffic. 
The fee is $199/day and a $50 cleaning fee if required. One of the owners of 1 Princess 
Street is the manager at Handworks Gallery. This same person also manages the retail 
tents that operate in conjunction with Sculpture Saint John.  

Saint John City Market 
Saint John City Market offers a number of bench space rentals. The preference is for 
vendors selling 100% local, Maritime, or Canadian products. The City Market is 
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particularly interested in featuring products considered to be unique or that increase the 
market’s attractiveness as a visitor destination point. Off-season daily, weekly and 
weekly-including-Saturday rates are $23.95, $95.83 and $119.78 respectively. Cruise 
ship bench rental rates, applied on days during which a cruise ship is in port, are $49.10, 
$143.74 and $179.67 respectively. Preference is given to vendors who commit to an 
annual lease. Depending on the stall(s) available, it may be possible to carry out a 
demonstration on-site. The application form for bench space rentals is attached as 
Appendix H. 

To summarize, there are eight retail venues that can be pursued and seven related 
demonstration opportunities. Port Saint John, Saint John Waterfront Development, 
Sculpture Saint John, New Brunswick Museum, Saint John Arts Centre, City of Saint 
John and the National Water Centre have all expressed interest in having Hub 
participants demonstrate traditional Aboriginal arts and crafts on-site and at no cost.  

Artist/craftsperson-in-residence opportunities 
To date, four organizations have expressed interest in offering artist/craftsperson 
residencies, namely, the National Water Centre, Saint John Arts Centre, New Brunswick 
Museum and Sculpture Saint John.  

Teaching and instruction opportunities 
Four organizations are interested in exploring teaching or instructing opportunities for 
Hub participants. Those institutions include Saint John Arts Centre, New Brunswick 
Museum and Sculpture Saint John. The National Water Centre is also agreeable to 
exploring teaching opportunities as part of their artist-in-residence program.  

Retail storefront options 
The feasibility study identified nine immediately available retail sites in the designated 
uptown area. The retail sites are identified on the map below. Two potential retail outlets 
are on Water Street opposite the entrance to the cruise terminal parking lots. There is a 
storefront in Market Square that fronts on the entrance to the public atrium and New 
Brunswick Museum. There is a storefront on King Street, two on Prince William Street 
and one on Germain Street. Comparative profiles capturing location, contact, total 
square footage, insurance, length of lease and so on are set out in Appendix H. 
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Rents for the seven properties ranged from $750/month including heat and utilities for 70 
King Street to $2,500/month without heat and utilities for 30 Water Street. None of the 
storefronts had live-in accommodations and some of the spaces, because of either their 
size or location, would be challenged to accommodate both retail activities and 
demonstrations. Only the landlords of 30 Water Street and 122 Germain Street would 
consider a month-to-month lease. It is possible to appeal to the Hardman Group for a 
reduction in the cost of the rental space available in 1 Market Square, which has been 
empty for some time. Saint John has a very high retail vacancy rate and storefronts 
frequently come on the market. For example, 42 Water Street, which is an ideal location 
in a well-kept building, was vacated just as this report went to print.  

Home base options 
Toward the very end of the feasibility study, the Project Steering Committee began to 
entertain the possibility of locating the Experiential Hub in a self-contained facility that 
would act first and foremost as a home base rather than a retail outlet. A home base 
would be a place for participants to organize their product and then pop up and retail at 
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one of the booths that had been secured by the Hub on an ongoing basis. The home 
base would also have space for administration, mentoring, general gatherings and 
product storage. A rental building that potentially falls into this category is the brick 
house at 50 Carleton Street. The house is owned by the City of Saint John and is 
located adjacent to Saint John Arts Centre. The building’s autonomy and close proximity 
to Saint John Arts Centre make it an attractive option. Additional information on this 
property is included at the end of Appendix I.  



Experiential Hub 2015                vHarrop & Associates Inc                 vharrop@gmail.com 22 

6. NBCCD’S ROLE 

The feasibility study came about because NBCCD’s senior management identified a 
significant barrier to Aboriginal students transitioning from life as a student to becoming 
successful entrepreneurs. The primary barrier is a lack of support for students during 
that critical transition period. Although students take a course on entrepreneurship, there 
are no safe, readily accessible opportunities for students to take what they have learned 
on paper and put it directly into practice. In the words of NBCCD’s Academic Dean, 
“students need the opportunity to succeed and fail in business and learn how to come 
out the other end.”xxix This gap can be addressed by establishing a stand-alone 
Experiential Hub in Saint John.  

Given that NBCCD is an entity operating within the provincial government’s Department 
of Post-Secondary Education, Training and Labour (PETL), NBCCD recognizes there 
are restrictions governing its involvement in an enterprise like the proposed Experiential 
Hub. That being said, NBCCD has taken the lead on the feasibility study and the 
visioning of the freestanding and completely autonomous Experiential Hub.  

NBCCD’s vision for a Hub aligns with local, regional and national initiatives that include 
local discussions around an Atlantic Centre for Creativity and the expanded work of 
UNB’s Mi’kmaq-Wolastoqey Centre, regional involvement with the Association of Atlantic 
Universities’ AAU Working Committee on Aboriginal Issuesxxx, and national engagement 
around Colleges and Institutes Canada’s Indigenous Education Protocol.xxxi   

On a practical level, NBCCD recognizes that the Hub’s long-term success and 
sustainability in Saint John are linked in part to the cachet and partnering opportunities 
around education that NBCCD itself affords. Opportunities include providing some of the 
foundational arts program in Saint John, possibly with a summer institute; providing 
‘studio credits’ for Sculpture Saint John interns; providing accredited continuing 
education courses in Saint John through Saint John Arts Centre; partnering with the 
UNBSJ Business School on a 2x2 applied management degree; partnering on the UNB 
Fredericton Bachelor of Applied Arts; and finally, integrating the experiential learning 
offered by the Hub with the transition year offered by the Mi’kmaq-Wolastoqey Centre 
located in the UNB Fredericton Faculty of Education. Clearly there are many outreach 
opportunities for NBCCD in Saint John, and these opportunities could be pursued 
independently of any Hub. 

To be clear, NBCCD’s primary interest is working directly with the Hub in a consultative 
capacity or through contract training. NBCCD staff could teach and mentor on the many 
facets of entrepreneurship, including specialized areas like booth design, product display 
and retailing crafts. Working in these capacities, NBCCD is perfectly positioned to assist 
the Experiential Hub in preparing AVA students to participate in the arts and tourism 
economies.  
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7. AVA STUDENTS’ NEEDS AND ASPIRATIONS  

Among current AVA students, graduates of the AVA program, and staff and head of staff 
instructing the AVA program, support for the Experiential Hub was unequivocal. Without 
exception, everyone cited the need for an entity such as the proposed Hub: an 
environment where participants could develop the skills and experience required to 
successfully transition from life as a student to life as a successful entrepreneur. AVA 
students also cited the value of internships or independent study in the Hub prior to 
graduation. AVA graduates reflected on how they would have benefited from a Hub 
experience—not just the retail, demonstration, instruction and artist-in-residence 
opportunities, but the mentoring and the ability to explore options in a safe environment. 
They talked about graduating from the AVA program and not knowing where or how to 
enter the market or the steps one would take to build a successful full-time career as an 
artist or craftsperson. 

AVA graduates acknowledged that the AVA program did an excellent job of providing 
modules on entrepreneurship, but while they were in school their attention was focused 
on learning a craft. Graduates and students were particularly interested in exploring the 
gradient of retail options proposed by the Hub and developing complementary, 
customized mentoring around these opportunities. For example, they cited the need to 
better understand what it means to be self-employed (business plan, registration, taxes 
and so on). AVA students and graduates underscored the need for transportation, 
accommodation and childcare to be included in the Hub model. They were excited to 
share the Hub concept with fellow artists and craftspersons as well as their urban and 
home communities, and they could easily imagine the Hub becoming a focal point for 
Aboriginal art and craft in Atlantic Canada and beyond.  

There was also important feedback on the opportunities and ways that Aboriginal artists 
in NB could expand their presence. They noted the need for large-scale public art that 
disrupts the perception of Aboriginal art being restricted to discrete crafts with a familiar 
profile (e.g., basket making and beadwork). It was suggested that a large signature 
sculpture or painting be located in the cruise terminal or vendor tent. Artists and 
craftspersons also referenced cultural practices relating to sharing and giving, and noted 
that these strengths could be leveraged in the process of building relationships and 
becoming a strong, collaborative community partner in Saint John.  

ArtsNB estimated that, of the approximately 200 known Aboriginal artists in the province, 
between 25% and 30% would be ready to fully participate in the Hub. Another 50% 
referred to as emerging artists would benefit greatly from the customized mentoring a 
Hub would afford. Furthermore, the Aboriginal art and crafts community as a whole 
would benefit from having a champion like the Hub that would raise awareness around 
Aboriginal art and crafts and also create opportunities. For example, at present there are 
no Aboriginal artist-in-residence positions in NB. It was suggested that the Sheila Hugh 
MacKay Foundation could be a possible funder for an Aboriginal artist-in-residence 
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position. The question guide that steered the conversation with AVA students and 
graduates is attached as Appendix J.  
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8. RUNNING THE EXPERIENTIAL HUB 

To reiterate, in collaboration with NBCCD and local community partners, the Experiential 
Hub will provide AVA students and graduates with a menu of on- and off-site retail, 
demonstration, education, instruction, artist-in-residence and commission opportunities. 
AVA students and graduates will also receive support to develop a customized 
‘experiential road map’ leading to their direct participation in the economy. 

Oversight model and governance structure 
More research is required to determine the appropriate oversight model and governance 
structure for the Experiential Hub. That being said, the Hub’s governance structure will 
reflect the principles of First Nations people and governance—namely “strategic vision, 
meaningful information-sharing and participation in decision-making”xxxii—and the 
majority of individuals participating in the governance structure will be Aboriginal. 
Functioning as an independent, nonpartisan entity, the Experiential Hub will work with all 
sectors of New Brunswick’s economy. And, given that the Hub’s objectives and activities 
contribute to “the advancement of education,”xxxiii  the Hub would qualify for charitable 
status.  

Human resources  
Human resource requirements will be determined in conjunction with the proposed 
development of the business model in section 10, Required Research. 

Budget 
The budget for the Experiential Hub will be developed in conjunction with the business 
model described in section 10, Required Research. 

Revenue model 
The revenue model, which will be developed as part of the business case, will also 
include an annual fundraiser. For example, the opportunity to take a six-week accredited 
canoe-building course could be made available to members of the general public, who 
would pay to participate; at the end of the course, the canoe would be auctioned off to 
raise funds for the Hub. Finally, as mentioned in section 9, Sustainable Funding, there 
will be opportunities to crowdsource.  

Insurance and regulatory requirements 
Information on the required insurance, licenses and permits and the governing by-laws 
has been included in sections 4 and 5, titled Saint John Context and Experiential Hub. A 
summary of the insurance arrangements required by each retail setting is set out in 
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Appendix K. The Hub’s liability and content insurance requirements will be determined 
as part of a still-to-be-completed business case. 

Adjudication process 
Participants admitted to the Experiential Hub, as well as the work submitted for retail, will 
be adjudicated. Determining the specific processes around this adjudication requires 
further research. 

Advertising and branding 
Saint John affords many opportunities for traditional and online advertising. Port Saint 
John, Aquila Tours, ArtsNB, Sculpture Saint John and Discover Saint John all produce 
traditional pamphlets for tourists in addition to advertising on their websites. As their 
partner, the Experiential Hub would have a presence on their websites. Crossover 
opportunities also exist between partners and platforms. For example, if the Hub 
purchased a membership with Discover Saint John for $84.75/year, they would be able 
to tweet on the Discover Saint John website. Local advertising opportunities with more of 
an arts focus include Created Here, a website “designed to discover NB artists and 
artisans.”xxxiv  

In addition to these local approaches to advertising, Hub participants will be mentored on 
how to use web tools like Instagram and Pinterest as marketing vehicles. Hub 
participants will learn how to link social media together to funnel sales and promote ease 
of purchase. 

Third-party retail options 
Third-party retail options in uptown Saint John might be of interest in the off season and 
as a complement to demonstrations of Aboriginal art and craft when no one is available 
to handle retail. Of several art galleries in Saint John, the most promising outlets are 
New Brunswick Museum and Handworks Gallery. Handworks, located in the first block 
of King Street, sells high-end jewelry, pottery, woodworking, fine art and other quality 
items.  

Virtual markets 
One of the most reputable online markets is the aforementioned Etsyxxxv , which is global 
in scope. Etsy has no membership fees; rather, it costs $0.20 to list an item for four 
months or until it sells. Once you sell the item, Etsy collects a 3.5% fee on the sale price. 
This is a great site for individuals selling a product. Aboriginal artists and craftspersons 
from around the world have a significant presence on this site. Another potential virtual 
marketplace is Shopify. If the Hub evolved an entire virtual retail store’s worth of product, 
they could market the Hub on Shopifyxxxvi , which advertises that it is “trusted by over 
160,000 store owners.”xxxvii   
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Data collection 
A data collection framework will be developed for participants, programs and 
partnerships. Data need to be collected on the participants’ pre- and post-Hub career 
trajectories as well as their experiences with retail, artist-in-residences, internships, 
demonstrations, instructing and commissions. Data will also be collected on the 
effectiveness of mentors, programs and partnerships. Finally, the Hub’s efficiency and 
effectiveness will be evaluated. 

Memberships 
As mentioned in a number of places in the report, purchasing memberships in various 
organizations would offer the Hub advantages such as marketing and networking 
opportunities. Information on memberships for Saint John Arts Centre, ArtsLink NB, 
Discover Saint John and NB Crafts Council are included as Appendix L.  

Accommodation 
There are any number of accommodation options in Saint John, ranging from a hostel 
and RV campground, to B&Bs and furnished suites. Prices range from $35 to $189 per 
night. A detailed list of the most affordable options has been included as Appendix M. 

Transportation 
Further research is needed to determine Hub participants’ transportation needs as well 
as possible solutions. It may be that a van will have to be purchased. 

Childcare 
Saint John Early Childhood Centre Ltd is located at 99 Burpee Avenue (telephone 506-
634-1979) and comes highly recommended. It offers programs for children ages 12 and 
under. The Hub would purchase seats in the Centre on an as-needed basis. Additional 
information on the Centre can be found online on the website of the Saint John Human 
Development Council.xxxviii   
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9. SUSTAINABLE FUNDING 

To be sustainable, the Experiential Hub requires several layers of financial support: 
permanent funding for staffing, operations and core programming; funding for 
complementary programs and services; funding for specific events or special projects; 
and funding for group or individual Hub participants. The Hub will also actively look for a 
patron. These potential funding sources are explored below. 

Operational funding 
Operational funders could include the Joint Economic Development Initiative (JEDI); the 
Government of New Brunswick Aboriginal Affairs Secretariat (Division); the Government 
of NB Department of Tourism, Heritage and Culture, notably the Strategic Initiative Fund; 
Canada Council Aboriginal Arts Office; and Aboriginal Affairs and Northern Development 
Canada (AANDC).  

Programs and services funding  
Funders for complementary programs and services could include the Government of 
New Brunswick Post-Secondary Education, Training and Labour (PETL), Atlantic 
Canada Opportunities Agency (ACOA), Atlantic Policy Congress of First Nations Chiefs 
Secretariat, Atlantic Aboriginal Economic Development Integrated Research Program 
(AAEDIRP), UNB and NBCC.  

Special events and special project funding  
Funders for special events and projects could include the City of Saint John, Saint John 
Cultural Affairs, Saint John Community Foundation, Canada Council for the Arts, 
Canada Council Aboriginal Arts Office, and Heritage Canada. There are also online 
crowdfunding opportunities through sites like Kickstarter xxxix  and Rockethubxl, for 
example.  

Student and participant funding  
Funders for Hub participants could include ArtsNB (NB Arts Board), ACOA, Canada 
Council Aboriginal Arts Office, Indspire, and the Government of NB Department of 
Tourism, Heritage and Culture, as well as online crowdfunding.  

Patrons 
The National Water Centre has a relationship with the Royal Bank of Canada (RBC) and 
Saint John Waterfront Development has a relationship with the TD Bank Financial Group. 
These financial institutions might be interested in the Hub as an extension of their 
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involvement with their local partners. Alternatively, their competition might be interested 
in being a patron of the Hub.  
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10. REQUIRED RESEARCH 

Before proceeding with the Experiential Hub, additional research is required, namely:  

1. Determine the business model for a freestanding, nonpartisan Hub and develop a 
budget and strategic plan. 

2. Identify federal funding sources and develop funding proposals. 

3. Determine what an Aboriginal governance structure would look like and how 
would it function. 

4. Determine how to engage Aboriginal artists and craftspersons across NB and 
identify how the Hub can best meet their needs and aspirations. 

The completion of this research is foundational to the Hub’s success. NBCCD and, in 
particular, the head of the AVA program as well as AVA students and graduates should 
be deeply involved in garnering the answers to these research questions. The ArtsNB 
Aboriginal Arts Outreach Officer would be another invaluable resource to engage in the 
research process. 
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11. RECOMMENDATIONS 

NBCCD and PETL are committed to enabling NBCCD’s AVA students and graduates to 
successfully transition into the workforce and become vibrant contributors to New 
Brunswick’s economy. The data for them doing so are compelling. According to 
Statistics Canada, “the birthrate among Aboriginals in Canada is the highest in the 
country and projected to be twice as much as the average birth rate by 2017. This is 
producing a population which is the youngest in Canada, with roughly half being under 
25 years old.”xli  

According to the national statistician, “the biggest challenge confronting the Aboriginal 
population by 2017 could be the large number of young adults aged 20 to 29 entering 
the labour market. This age group is projected to increase by over 40% to 242,000, more 
than four times the projected growth rate of 9% among the same age group in the 
general population.”xlii  

As noted in the Canada Council for the Arts 2011 report Understanding Aboriginal Arts in 
Canada Today, “this means more young Aboriginal artists, more demand for support.”xliii 

The feasibility study has determined that an autonomous Experiential Hub in Saint John 
has the potential to meet this demand for support. Moving forward requires a three-year 
phased approach, as outlined below with goals for each phase.  

Immediate  
Goal 1: Carry out the required research 
Hire a consultant to collaborate with NBCCD and ArtsNB on the required foundational 
research set out in Section 10 of this report.  

Goal 2: Name the Experiential Hub 
Host a brainstorming session and come up with a name for the Hub.   

Goal 3: Execute six demonstrations August–September 2015 
Collaborate with Saint John Waterfront Development and New Brunswick Museum on 
six pop-up demonstrations on paddle carving, basket making and so on to be carried out 
by AVA staff, students and graduates. Encourage persons doing the demonstrations to 
take the opportunity to visit the Queen Square Farmers Market while in Saint John. 
Ensure the demonstrators have liability and content insurance.  
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Year 1 
Goal 4: Secure permanent funding 
Funding for the Experiential Hub has to be adequate and permanent. The short and 
long-term success of the Hub rests on a complex and mutually dependent network of 
partnerships with institutions and local organizations. Investing everyone’s time and 
energy in the Hub will be worth it if the Hub is financially secure.  

Goal 5: Establish a home base 
Rent a facility to accommodate the Hub and get it properly appointed.  

Goal 6: Put HR, infrastructure and internal procedures in place  
Year 1 activities will include the following: Establish the governance structure and 
oversight model, apply for funding, hire staff, develop the terms of reference, develop a 
detailed business plan, make sure the requisite foundational procedures and processes 
are in place, connect with AVA students and graduates, and address AVA participants’ 
travel, accommodation and childcare requirements. 

Goal 7: Establish MOUs with community partners  
MOUs will be established with local community groups and organizations, including, but 
not limited to, the National Water Centre, Saint John Waterfront Development, New 
Brunswick Museum, Saint John Arts Centre, Sculpture Saint John and Saint John Port 
Authority. The Hub would develop an MOU with the National Water Centre setting out, 
for example, an ongoing artist-in-residence position for Hub participants.  

Goal 8: Develop the river/water project  
As noted in section 4, Saint John Context, there is significant interest in parties coming 
together around the river/water theme. The Hub could partner with New Brunswick 
Museum and Saint John Waterfront Development and start with craft demonstrations in 
Market Square Atrium over a six-week period this summer, 2015. Through the fall and 
winter, the Hub could bring together interested parties and collectively determine a 
program of activities for the following summer. One can imagine, for example, a canoe 
builder as artist-in-residence at the National Water Centre, the development of a third, 
water/river Eco Hub on Harbour Passage, demonstrations around uptown Saint John of 
all things pertaining to the river/water, related exhibitions from the permanent collections 
of New Brunswick Museum, sculptor and intern positions with Sculpture Saint John and 
the Town of Oromocto (home of Oromocto First Nation), eco-outings to the Brothers 
Islands facilitated by the Maliseet Nature Conservancy, and the opportunity to register 
for a six-week canoe-building course taught by a master canoe builder. All of these 
activities and others can be tied back in to the tourism industry, and each and every one 
of these water/river-centred activities presents AVA students and graduates with a 
cornucopia of learning/teachable moments and entrepreneurial opportunities.  
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Year 2 
Goal 9: Establish a fully operational Experiential Hub 

Goal 10: Launch the river/water project  

Goal 11: Develop an Atlantic Aboriginal artist outreach strategy 
In keeping with Hub’s mandate to provide AVA students and graduates opportunities to 
develop their entrepreneurial skills, the Hub will plan the launch of a mobile regional 
outreach strategy enabling students to travel to markets, pow wows, conferences, 
gatherings and other opportunistic retail sites like downtown St. Martins and Kingsbrae 
Gardens in St. Andrews. The Hub will initiate planning with the City of Saint John and 
Saint John Waterfront Development to develop an Aboriginal Arts & Crafts Festival in 
uptown Saint John. Finally, the Hub will connect with other Atlantic institutions (e.g., 
NSCAD) to offer accredited internships or placements at the Hub. 

Goal 12: Expand entrepreneurial opportunities for Hub participants 
In collaboration with NBCCD, enable Hub participants to prepare for and attend events 
like the Atlantic Craft Trade Show in Halifax and the One of a Kind show in Toronto.  

Year 3 
Goal 13: Secure a permanent home for the Hub  
By Year 3, if not before then, the Hub will need a permanent home to accommodate its 
program of activities. By working with SJWDC, it may be possible to have the Hub’s 
home incorporated into the Saint John Waterfront Development Plan. Note the Village 
Plantationxliv in Saint John’s, Newfoundland, as a living example.  

Goal 14: Implement the Atlantic Aboriginal artist outreach strategy  
Launch the Hub’s mobile strategy and extend its services to Aboriginal artists across NB 
generally. Host the first Aboriginal Arts & Crafts Festival and invite Aboriginal students 
from other educational institutions across Atlantic Canada to participate in the Hub. 
Invite Aboriginal artists and craftspersons from across Atlantic Canada to retail in the 
Hub storefront. Reach out to the Nova Scotia College of Arts and Design and see if their 
course on Indigenous self-representation can be offered remotely to interested parties in 
Saint John. The outline for this course is attached as Appendix N. 

Goal 15: Launch a call for the Mi’kmaq-Wolastoqey living museum  
Working collectively with New Brunswick Museum as well as the Hub’s partners and 
extended family, develop a strategy to establish an Atlantic Mi’kmaq-Wolastoqey living 
museum in Saint John. AVA graduates would be able to transition from the Hub to 
gainful employment demonstrating and instructing as part of this museum. As part of the 
proposed expansion of its Douglas Avenue site, which commands a majestic view of the 
Saint John River, New Brunswick Museum has expressed interest in developing a 
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historical Aboriginal site directly below the museum on the river. This development could 
become the living museum. Further, the living museum could have a distributed 
presence and involve the National Water Centre, located on the Kennebecasis River, as 
well as the Maliseet Nation, which owns the Brothers Islands located in front of the 
National Water Centre. The living museum, in and of itself, could be a valuable 
ecotourist destination.  
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12. CONCLUSION 

To conclude, the feasibility study was tasked with two goals. First, it was asked to 
determine the feasibility of establishing a pop-up art gallery in Saint John; second, it was 
asked to determine if a retail pop-up gallery was the best vehicle for helping AVA 
students and graduates bridge the gap between being a student and becoming a 
successful entrepreneur.  

The feasibility study determined that Saint John offers a veritable constellation of 
entrepreneurial and learning opportunities for AVA students and graduates. Furthermore, 
the study established that an Experiential Hub is the best vehicle for enabling AVA 
students and graduates to become full participants in the Canadian economy.  
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14. KEY 

 
AVA  Aboriginal Visual Arts 
 
MOU  Memorandum of Understanding 
 
NB  New Brunswick 
 
NBCC  New Brunswick Community College 
 
NBCCD New Brunswick College Of Craft & Design 
 
NSCAD Nova Scotia College Of Art And Design 
 
PETL   Post-Secondary Education And Labour 
 
SJWDC Saint John Waterfront Development Corporation 
 
UNB  University of New Brunswick 
 
UNBSJ University of New Brunswick Saint John 
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15. APPENDICES 

Appendix A: NSCAD’s use of pop-ups 
Interview #1 
Eliot Wright 
Special Events and Alumni Relations 
NSCAD University 
ewright@nscad.ca 
(902) 494-8251 
 
The following interview is paraphrased.  

When did you start doing pop-ups? 

The school has been doing pop-ups for many years. Each independent department has 
actually been doing pop-ups for quite some time; however, within the last year or so, 
University Relations has been doing most of the promotion for the university. They have 
started to work with all of the departments as a sort of a global community to create and 
promote pop-up events. That’s why there is a more widespread notice of the events.  

Two types of pop-ups at NSCAD: 

1. Department based  

For example: The show in Park Lane was managed, run and organized by the print 
department. They facilitated the setting up of the space, making it look like a gallery, 
staffing, sales, etc.  

2. All departments showing together 

For example: “Pop-up at the Christmas Shop” was considered a global event (meaning 
all departments worked together). We wanted to do a global pop-up because we were 
finding that every department was having a pop-up event, but they weren’t happening at 
the same time or in the same place. People were asking us “what’s happening?” and we 
weren’t able to communicate where everything was going on. So, we compartmentalized 
everything into one sale and brought everyone into it. This meant that a wide variety of 
things were shown. Also, it led to a better exposure for the school. 

Why the pop-up model? 

Pop-ups are great because the students are not only selling their product but they are 
also showing what NSCAD University can do. It allows students to get their work out 
there. 
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How many times (approx.) have you done pop-ups? 

We have really only done one global pop-up (all departments at NSCAD); however, 
there are usually three to five departments that have shows and sales every semester. 
Pop-ups are usually every fall and winter at the end of the semester.  

How do you advertise pop-ups? 

Depends on the case. Some of the things we did to advertise the Christmas pop-up 
were: 

� Created an identity and a brand 

� Posters 

� Used social media such as Facebook and Twitter to connect; this allowed 
people to share their excitement online 

� Posted pictures of upcoming work on Instagram 

� Tweeted directly to downtown businesses and different local associations 
who could potentially share with their clients or employees 

� Targeted people we knew 

� Wrote a press/media release 

� Put ads in the local papers 

 
How long on average do the pop-ups last? 

Sometimes people do a pop-up for a day and sometimes for a week. That depends on 
the space and cost to run the event. You have to consider who you are paying or not 
paying and who you are getting to volunteer to facilitate and run the pop-ups. There is a 
range, but most are two days. You often want the dates to correspond with the weekend. 
The reality is that a lot of your shoppers are going to be at work from 9-5 Monday to 
Friday and unless you are trying to target a specific group like the cruise ships or a mass 
of people who are trying to come through the space at a certain time, the weekends are 
really the best time for a pop-up.  

How many people are involved? 

That depends dramatically on the type of pop-up. Based on the pop-up in Park Lane 
(small scale) there were four of us working on the administrative side of things, two at 
Crombie Properties and two with NSCAD and then artists that showed their work. 

What are some of the locations you have used and why? 

The type of space you use can be a big cost. We’ve been very lucky that many places 
we have used have been provided free of charge or at little cost. Alternately, the 
institution sometimes covers the cost or students may divide the cost among themselves. 
It depends on the structure. Is it the institution that is running a pop-up or is it the case 
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where it is a small group of artists who really want to run something and make it their 
own?  

Many businesses have reached out to us because they had empty space and they 
wanted activity in those spaces. They wanted to attract people and change the 
appearance of who or what could be in that space. So look for spaces that are in 
transition or have some down time. Sometimes we use old storefronts or try to 
collaborate with other businesses that are interested. We also approach smaller galleries 
that may have extra room. NSCAD also owns some of the spaces we’ve used for pop-
ups. 

What is the overhead? Did they make any money? 

If there is little to no cost for the space, then there is little overhead.  

It all depends on what approach you take to running a pop-up. 

Examples of ways to run a pop-up: 

Volunteer based—Organized and run by artists themselves. In this case artists sell their 
work or take shifts selling each other’s work. Sales then almost exclusively go to the 
students. Students often use Square Reader or a PayPal option to manage credit card 
transactions. Overall it has worked well.  

School and student run (e.g., Christmas pop-up)—Artists are given the space and need 
to manage their own art. They need to display their work, manage their float, do their 
own receipts, etc. Sometimes students pay a small fee to cover the cost of credit card 
charges and any extra staff. Alternatively, the school offers the use of credit card 
machines. The sales are recorded and the students would then be issued a cheque for 
the amount less a small percentage to cover credit card charges.  

Paying a staff person—It means an additional cost and is not recommended as a best 
practice. 

Why did you choose the pop-up retail model? 

I think it is used more because it means less responsibility for the institution and more 
focus on promotion of events. In addition, it has helped students prepare for running a 
business. Many creative people and galleries are adopting this model and seeing its 
potential.  

Does the pop-up model work better than NSCAD’s Seeds Gallery? Why? 

When running a permanent gallery space such as Seeds you require staffing and you’re 
paying utilities. It can be beneficial to students to have a permanent space, but unless it 
is successful, it can be difficult to have a good return. The advantage a pop-up is that it’s 
easier to promote something short term because you can generate a buzz around it.  
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Who is your primary market (e.g., locals, general tourists, cruise ship 
passengers)? 

In Halifax there is a broad range. We do hope for some tourist sales, but often because 
of the school cycle we depend on the community. Our market can include students 
themselves or collectors. We try to target the business community. Often businesses are 
looking for art for their lobby. This then connects to advertising with businesses.  

How do you connect with artists and craftspersons? Is it for students, grads, 
and/or professors/instructors? 

To get students involved we usually do a call for submissions. We usually put out a 
mass email to students and post posters around the school. There are a few ways to 
decide what art goes in which pop-up. There could be a ‘first come first serve’ approach 
or  a jury-based approach, which can be more challenging. We try not to turn down 
students. Jury-based approaches have many challenges because art is so subjective. 
We encourage students to just get their stuff in and then we number the work as it 
comes in. We accept art until we reach our capacity.  

Do you have a virtual store (Shopify) to complement the pop-up? 

That is something we are looking into and considering.  

What is the split between the pop-up and the artist? 

Most if not all sales usually go to the students unless there is a small fee for either the 
space or the credit card machines.  

Does the pop-up work for your grads and students? 

Definitely! I think that overall there are some mixed feelings but students like to be 
involved in the process. It’s more grass roots that way. Organizing takes a lot of work, 
but the students take more control after admin helps them with the basic structure. 
Students take ownership. 

How do you store your inventory? 

Often it’s the student’s responsibility. They bring their own work, put it up and tear it 
down after the event. In the case of the Starfish Student [Art] Awards, we do collect and 
manage their work and transport their work, but this is more of an award ceremony [than 
a pop-up].  

What bookkeeping system do you use for the pop-up and how do you keep track 
of inventory?  

We keep a record of inventory, what comes in and when it goes out, but for the most 
part it is the student’s responsibility to keep track of his or her own work. Of course this 
depends on the scale of the pop-up. When all departments are involved in a pop-up, like 
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the Christmas show, the department may keep track of taking payments, writing receipts, 
issuing cheques, etc. A small percentage is then taken from the student’s sales for 
overhead. 

How do you handle shipping? 

I think that would be done on a case-by-case basis. There are challenges we would 
have to consider, such as cost, insurance, packaging, etc. Personally, it is not something 
I’ve experienced yet. I can see the student taking responsibility because it is a good 
experience and/or the school would help out. We want to see the students succeed. 

What are some of the barriers you’ve experienced? 

Space is the biggest challenge. Overall, we have had good experiences, but there have 
been a few times when that has been a challenge.  

Ensuring security—works can be worth a lot of money. Having controlled access is very 
important. We need to think about a space that has locks, think about who has access, 
etc. The security policies usually extend to the pop-up spaces, but we want to avoid 
negative scenarios. Pop-ups are usually covered by the school’s insurance if the pop-up 
is organized through the school. 

What are some of the success stories? 

Pop-ups give the community a better understanding of what we do as a university, a 
better understanding of the products that are made here and what the university can do. 
Working with other businesses has also been very beneficial because we get support for 
future events. It’s a great learning experience for students in terms of entrepreneurial 
skills, management and networking. In addition, students get recognition and their 
names out there. 

Any final advice or “lessons learned” that you would like to share? 

1. Don’t be afraid to target property owners that may have free space. If the 
students put something in and promote it well, then it can often make the space 
seem more appealing to future renters or buyers.  

2. Learning how to properly price and market their material—students could benefit 
by understanding how to price their work. The artists need to take into 
consideration such things as the price of materials, how much time went into 
things, etc. Students need to understand their value and worth. It would be 
beneficial for students to have workshops and a course that offers these skills if it 
is not already part of their course work. 

3. Tracking sales and trends could be beneficial for future events.  

4. Promotion of events is key! 
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Appendix B: Feasibility study contact list 
1. Interviewees 

INTERVIEWEE AFFILIATION/POSITION PHONE E-MAIL 

Betty MacMillan Port Saint John/ 
Manager Cruise Development 

506 636-5015 b.macmillan@sjport.com 

Lou Pitre-
Oulette 

Port Saint John/ 
Manager of Leasing and Property 
Services 

506 636-4982 louellette@sjport.com 

Peter Larocque Curator NB Museum 
Cultural History & Art 

506 643-2327 Peter.larocque@nbm-mnb.ca 

Tandi Hooper-
Clark 

Manager NB Museum Gift Shop 506 643-2334 nbmshop@nbm-mnb.ca 
Tandi.hooper.clark@gmail.com 

Andrew 
Kierstead 

Manager, Saint John Arts Centre & Saint 
John Gallery Association 

506 633-4870 sjac@saintjohnartscentre.com 

Kent MacIntyre General Manager 
Saint John Waterfront Development 

506 674-4152 Info@sjwaterfront.com 

Diana Alexander Sculpture Saint John 506 647-8773 Diana.alexander@sculpturesaintj
ohn.com 

Signe Gurholt 
 
Mary 
Blatherwick 

NBCC Saint John 
 
UNB Fredericton  

506 658-6728 
 
n/a 

Signe.Gurholt@nbcc.ca 
 
mlb@unb.ca 

Kate Wallace ArtsLink NB Executive Director 506 333-1881 
C: 506 646-
1832 

katewallace@artslinknb.com 

Natalie Sappier 
(The Water 
Spirit) 

ArtsNB/Aboriginal Outreach Officer 506 444-4444 nsappier@artsnb.ca 

Katie Nicholas 
 
Sandra Racine 

NBCCD AVA Graduate 
 
NBCCD AVA Graduate 

506 457-8278 
 
506 471-3289 

katiejnicholas@gmail.com 
 
clair_999@hotmail.com 

Liz Demerson 
 
Shane Perley-
Dutcher 

NBCCD AVA/Coordinating Instructor  
 
NBCCD AVA/Aboriginal Instructor 

506 453-2616 
 
506 444-2494 

elizabeth.demerson@gnb.ca 
 
Shane.perley-dutcher@gnb.ca 

Patricia 
Gallagher 

Strong & Free 
Manager, Sculpture SJ Merchandise 
Tent 
Manager, Handworks 

506 651-1747 
 
C: 506 333-
3741 

 

Jody Kliffer Planner, City of Saint John 506 658-2835 Planning@saintjohn.ca 
Mark Breen 
 
Janet Scott 

 
Enterprise Saint John 
 

506 632-6115 mbreen@enterprisesj.com 
 
jscott@enterprisesj.com 

Darlene Singh Simply Local 506 693-7318  
Marie-Hélène 
Morell 

Created Here 
http://createdhere.ca/en 

 marie.eneleh@gmail.com 

Dr. Greg Fleet UNBSJ Business School  fleet@unbsj.ca 
Miriam Ahmed Water Keeper Organization 

(Swim Drink Fish) 
855 506-2013 
416 861-1237 

miriam@waterkeeper.ca 
 

Jillian 
MacKinnon 

Interim Exec Director 
Discover Saint John (Tourism) 

1-866-463-
8639 

jillian@discoversaintjohn.com 
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INTERVIEWEE AFFILIATION/POSITION PHONE E-MAIL 

David Rioux GNB Tourism, Heritage and Culture 506 444-4521 David.rioux@gnb.ca 
Eliot Wright Nova Scotia College of Craft & Design 

(NSCAD) 
902 494-8251 ewright@nscad.ca 

 
2. Focus groups 

 FOCUS GROUP PRIMARY CONTACT PHONE & EMAIL TIME, DATE & ADDRESS 

1 NBCCD AVA Committee Charlie Gaffney 506 453-2645 
charlesgaffney@gnb.ca 

Face-to-face AVA EC meeting 
25 February 2015 
 
457 Queen Street 

2 NBCCD AVA 
Students/Graduates Charlie Gaffney 506 453-2645 

charlesgaffney@gnb.ca 

Face-to-face meeting  
10 March 2015 
 
457 Queen Street 

 
3. NBCCD project manager/steering committee meetings 

 STEERING COMMITTEE/NBCCA OTHER PARTICIPANTS DATE  

1 NBCCD Feasibility Steering Committee 

Charlie Gaffney 
Ellen Woolaver 
Keith McAlpine 
*Regrets: Harriet Taylor 

18 Dec 2014 

2 NBCCD  Harriet Taylor 
Charlie Gaffney 8 Jan 2015 

3 PETL Terry Moore 
Hope Brewer 13 Jan 2015 

4 NBCCD Charlie Gaffney 16 Jan 2015 

5 NBCCD Charlie Gaffney 
Harriet Taylor 22 Jan 2015 

6 NBCCD Charlie Gaffney 
Aku, ArtsNB 29 Jan 2015 

7 NBCCD 
Charlie Gaffney 
Keith McAlpine 
Harriet Taylor 

26 Feb 2015 

8 NBCCD Harriet Taylor 
Charlie Gaffney 10 Mar 2015 

9 NBCCD Saint John Tour & Introductions Charlie Gaffney 
Keith McAlpine 19 Mar 2015 

10 NBCCD Harriet Taylor 
Keith McAlpine 8 Apr 2015 
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4. Project primary contacts 

 Primary Contacts Affiliation Position Phone Email 
1 Harriet Taylor NBCCD Academic Dean 506 444 3735 Harriet.taylor@gnb.ca 
2 Charlie Gaffney NBCCD Department Head 506 453 2645 Charles.Gaffney@gnb.ca 
3 Terry Moore GNB PETL Research Analyst 506 453 2269 Terry.Moore@gnb.ca 
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Appendix C: Indigenous education protocol 
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Appendix D: Saint John Fundy Cruise Market 
application 
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Appendix E: Loyalist Plaza Market application 
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Appendix F: Sculpture Saint John 
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Appendix G: City of Saint John vendor license 
applications 
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Appendix H: Saint John City Market application 
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Appendix I: Retail rental properties 
 

 
 
Location 36 Water Street 
Contact Hieu Le 

506 961 0998 
hieu@famousbarbershop.ca 
 
Keith Brideau 
506 214 4777 
cell 506 644 8720 
kbrideau@historicadevelopments.com 
http://www.historicadevelopments.com/commercial-space-saint-john.html 

Total Sq ‘ 550 
$/sq’ 1,200–1,500 
Utilities included 
Insurance Contents and liability required 
Lease To be negotiated 
Features Washroom is in the barbershop. Will renovate if long term lease. 

No storage, office or lunch area. 
Demo Space 
Outside 

Check with the city 

Residence 
Options 

High-end flats upstairs: 2 bachelor; 1 one bedroom; 7 two bedroom; 3 three 
bedroom. Includes washer, dryer and kitchen appliances. 

Previous 
Tenant 

Cross Fit Gym 

Environs Between Famous Barbershop & SPURS 
Prime location for cruise visitors and tourism generally. 

 
 
 
 



Experiential Hub 2015                vHarrop & Associates Inc                 vharrop@gmail.com 105 

36 Water Street 
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Location 30 Water Street 
Contact Bill:  

506-6401127 
506 633 7055 
 

Total Sq ‘ 3,400 
$/sq’ 2,500 
Utilities Not included 

Electric Heat & lights 
Insurance Content 7 liability required. 
Lease 1 year lease, would consider month to month 
Features Was a bar: has male, female and staff washrooms.  

Large paid-parking area across the street continuous with the Coast Guard 
Building.  
Large space to the left was the club stage, no windows, has an emergency 
exit to the side alley.  
Large curving bar in main room. 
Owner would only remove it long term lease. 
Owner said Simply Local had 300 – 1,100 visitors a day.  
The building overall looks like it is in very poor condition but the retail space 
would be painted white and look very arts orientated.  

Demo Space 
Outside 

Simply Local used the sidewalk for retailing last summer.  

Residence 
Options 

Would consider turning a 3rd of 4th floor space into a flat. 

Previous Tenant Simply Local 
Environs On the left, next to alley to Prince William. On the right the Famous Barber 

Shop.  
 
30 Water Street 
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Location 70 King Street 
Contact Jason Fillmore 

506 639 2230 
jason@propertyvineinc.com 
www.propertyvineinc.com 

Total Sq ‘ Main floor and back area=500 
Basement = 100 

$/sq’ $750 per month + HST 
AS IS 
Renos would be factored into increased rent 

Utilities Includes heat and hot water 
Insurance Contents & liability required. 
Lease 1 year 
Features Washroom and nook in rear 

Lunch area with sink and microwave in basement 
Storage area in basement 
Small window display 
Bright, wall space 

Demo Space Outside Check with City 
Residence Options 5 flats upstairs, all occupied presently; 

closest he has in on Waterloo 
Previous Tenant Antique store 
Environs - Between convenience store & Urban Deli 
 
70 King Street 
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Location 82 Germain Street 
Contact Stephanie Turner 

Cushman Wakefield 
 
506 333 3442 

Total Sq ‘ 1,360 sq ft 
$/sq’ $1,360 +HST per month 
Utilities Heat and lights included 
Insurance Contents & liability required 
Lease 1 year minimum 
Features - Large office space in rear, washroom, lunch area 

- Studio room at back 
- Parking behind building with rear entrance 

Demo Space Outside Check with city 
Residence Options No 

 
3rd floor offices,  
elevator 

Previous Tenant Veronica’s Music 
Environs - Next to Loyalist Coins & Books 

Across for Good Fibration & Feel Good Store 
- This block of Germain has an arty feel. 
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82 Germain Street 
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Location 92 Prince William Street 
Contact Stephanie Turner 

Cushman Wakefield 
 
506 333 3442 
 
Owned by Flewelling Press 
 

Total Sq ‘ 1200 sq ft 
$/sq’ 2000 per month negotiable 
Utilities +electricity 
Insurance Content& liability required 
Lease 1 year minimum 
Features Washroom and small kitchenette at rear 

 
Dim florescent lighting 
 
Renos not encouraged due to 
age of building 

Demo Space Outside Check with City 
Residence Options No 
Previous Tenant Hall & Fairweather Insurance 
Environs Between Tapis & Flewelling Press 
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92 Prince William Street 
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Location 106 Prince William Street 
Contact Stephanie Turner 

Cushman Wakefield 
 
506 333 3442 
 

Total Sq ‘ 1500 sq ft 
$/sq’ $2400 per month + HST 
Utilities Not included 
Insurance Content & liability required 
Lease 1 year minimum 
Features Stock room and washroom 
Demo Space Outside Check with city 
Residence Options No 
Previous Tenant Klausen Framing 
Environs - Next to Bourbon Quarter 

- Lots of eateries on the street 
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106 Prince William Street 
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Location 1 Market Square 
Contact Stephanie Turner 

Cushman Wakefield 
 
506 333 3442 
 

Total Sq ‘ 920 sq ft 
$/sq’ $2090 per month 
Utilities Not included 
Insurance Contents & Liability required 
Lease 5 years but probably less 
Features Optional glass display across hall, 

On the Pedway 
No washroom 
No storage 
No private area 

Demo Space Outside Use of Atrium is 
Free for Market 
Square tenants 

Residence Options No 
Previous Tenant Hayward and Warwick 

China & Gifts 
Environs Market Square 

Pedway 
Atrium 
Museum 
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1 Market Square 
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Location 1 Princess Street 
Contact Patricia Gallagher 
Total Sq ‘ 500  
$/sq’ 199/day 

may be $50 cleaning fee 
Utilities NA 
Insurance Content & liability required 
Lease NA 
Features Newly renovated bright gallery space 

Access to a kitchen 
Bathroom access 

Demo Space Outside Ask the city 
Residence Options No 
Previous Tenant NA 
Environs Right across from the parking lot to the cruise terminals 
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1 Princess Street 
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Location 50 Carleton 
Contact Gregory Yeomans 

City of Saint John 
506 649 6028 
 

Total Sq ‘ 2,100 on two levels 
$/sq’ $10 - $12 , sq foot 
Utilities Not included 
Insurance Content & liability required 
Lease TBN 
Features Located next to the Saint John Arts Centre 

Office space 
Display space 
Boardroom 

Demo Space Outside Ask the city 
Residence Options No 
Previous Tenant Peel Plaza Development 
Environs Not in the targeted area  
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50 Carleton Street 

 
 
 
 

 
 
 



Experiential Hub 2015                vHarrop & Associates Inc                 vharrop@gmail.com 122 

50 Carleton Street 
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Appendix J: Question guide for AVA students 
 

Questions for NBBC Aboriginal Students & Graduates 

Tuesday, 10 March 2015 

Background 

NBCCD & PETL are conducting a study to determine the feasibility of an “Aboriginal Arts 
& Crafts (AVA&C) Pop-up” in Saint John NB. Saint John was chosen because of its 
vibrant arts and crafts community and ready access to the cruise ship visitor market. 

Vision 

The vision for the Pop-up is that it will provide customized mentoring and opportunities 
for Aboriginal artists & crafts persons to assist them in the transition from student life to 
becoming successful entrepreneurs. The Pop-up would offer its Aboriginal members a 
smorgasbord of: retail, demonstration, commission, education/instruction and artist-in-
residence opportunities. The Pop-up would be located in a storefront close to the cruise 
ship terminals in uptown Saint John. The Pop-up would also offer access to retail booths, 
demonstrations sites and artist-in-residencies that members could pick and chose from 
and reserve accordingly.  

How it would work 

An artist or craftsperson would pay a nominal fee, for example $25.00, to join the Pop-up. 
In return, the Pop-up would help the individual determine what entrepreneurial 
opportunities would be a good fit for their personality, product and art/craft practice. The 
Pop-up would also provide mentoring around: product pricing, developing an on-line 
presence, product display, setting up a business, and so on. Each Pop-up member 
would determine what would work best for them, this applies to the mentoring as well as 
the opportunities around retail, teaching, residencies, commissions and so on.  

For example, one member of the Pop-up might decide to do retail at the Pop-up’s booth 
at the Cruise Terminal two days a week and at the Pop-up’s booth at the Queen Square 
Farmer’s Market on Sundays. That same member might also decide to explore with one 
of the Pop-up’s mentors how their work can become the ‘go-to’ corporate gift for a local 
company with an international presence.  

Another Pop-up member might use the Pop-up to access opportunities with the 
Waterfront Development Corporation around, for example, a demonstration featuring 
canoe building or paddle carving. The member might then ask the Pop-up to help them 
access the NB Museum or Saint John Arts regarding possible demonstration and 
teaching opportunities in relation to school tours at the NB Museum or Saint John Arts 
Centre.   
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Over time, the Pop-up could become a recognized hub for Aboriginal art and craft and 
feature the work of Aboriginal artists from across Atlantic Canada and beyond.  

To determine if a Pop-up would be a viable option, we need to deepen our 
understanding of what would work best for you. Please circle your answer. 

1. Are you an:  NBCCD Student 

   NBCCD Graduate 

   Other 

2. What program are/were you in? 

    

3. If we had a Pop-up in Saint John, would be interested in becoming a member?  

Yes  No 

4. Would you be interested in retail opportunities?   

Yes  No 

5. Would you be interested in demonstration opportunities?   

Yes  No 

6. Would you be interested in instruction & teaching opportunities? 

Yes  No 

7. Would you be interested in artist-in-residence opportunities?  

Yes  No 

8. Would you be interested in commissions? 

Yes  No 

9. Would you be interested accessing personal mentoring on topics such as 
entrepreneurship, career development, business development, branding and so on? 

Yes  No 

10. Would you be able to transport yourself and your work to Saint John? 

Yes  No 
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11. Would you need accommodation while in Saint John?  

Yes  No 

12. What arts/crafts do you produce? 

 

13. Through your involvement with the Pop-up, approximately how much income would 
you like to generate annually? 

 

13. Presently, how much inventory ($$$) do you have on hand? 

 

15. What barriers are you presently experiencing when it comes to earning a living as an 
artist/crafts person? 

 

16. What gaps could a Pop-up address? 

 

17. Is there something you would like to tell us in relation to the idea of a Pop-up? (What 
would work for you? What else we should consider? Could the Pop-up play a role in 
internships or an independent study?) 

 

 

 

 

 

Name:-------------------------------------------------------------- (not required) 

 

E-mail address: -------------------------------------------------- (not required) 
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Appendix K: Insurance 
As noted in the text, as a freestanding entity, the Hub would hold liability and content 
insurance and Hub participants would be added to that policy. Note that Hub participants 
may also elect to purchase personal injury insurance. Because so many variables are 
involved, the numbers below are approximate.  

 Location Liability  Content Cost  Comments 

1.  Cruise 
Terminal 
Vendor Tent 

$1,000,000 TBD* Less 
than 
$570 

Vendors are required to obtain 
Comprehensive General Liability 
Insurance coverage in the amount of 
$1,000,000 naming the Saint John Port 
Authority as additional insured.  Proof of 
insurance will be required prior to setting 
up in the Fundy Cruise Market. 
 
Vendor may also want to obtain Property 
Insurance to cover their booth displays 
and merchandise. 

2.  Loyalist Plaza 
Market 
 

NA TBD* $150 For a flat, one time only fee, the Hardman 
Group purchases liability insurance for 
vendors participating in the Loyalist 
Market. 

3.  Hub** 
 

TBD TBD* TBD The Hub’s liability insurance would cover 
all participants engaged in Hub activities. 
 
The Hub’s content insurance policy would 
also be structured to meet participants’ 
needs. 

4.  Individual*** 
 

$2,000,000 $45 $570 Content insurance can be purchased at 
$45/$5000 with a $500 deductible. 

 
* The amount of content insurance would depend on the volume and value of each 
individual’s product. 

** The Hub would purchase liability and content insurance and individuals would be 
added to the policy. 

*** For a variety of reasons individuals may prefer to purchase their own liability and 
content insurance. Of note, liability and content insurance can be added to an existing 
house insurance policy. 



Experiential Hub 2015                vHarrop & Associates Inc                 vharrop@gmail.com 127 

Appendix L: Memberships 
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Appendix M: Overview of accommodation in Saint 
John 
 

UNBSJ Sir James Dunn Residence May–August 
(506) 64 5755 
http://www.unb.ca/saintjohn/conferenceservices/accommodations/index.html 
UNB Saint John Campus 
Single room $35.00/night, plus HST and 2% Hotel levy 
Double room $48.00/night, plus HST and 2% Hotel levy 
Colin B. Mackay Residence Suites – two bedrooms, ensuite bath, kitchenette 
$75.00/night, single/double occupancy. Additional persons $5.00 to a maximum of 4 
people per suite. Plus HST and 2% Hotel levy. 
 
Newman House Hostel 
(506) 650 7258 
newmanhousehostel@gmail.com 
http://newmanhousehostel.wix.com 
52 Dorchester Street, Saint John, NB 
E2L 3H9 
The hostel has dormitory and private rooms ranging from daily rates of $30–$55 dollars 
per bed.  
Newman House Hostel is located approximately three blocks from the City Market.  
 

Rockwood Park Campground 
(506)  652 4050 (May – Oct) 
(506)  657 1773 (Nov – April) 
http://www.rockwoodparkcampground.com 
The campground has serviced and nonserviced sites ranging from $27 - $37 daily and 
$120 - $179 weekly.  
Rockwood Park Campground is located in Rockwood Park, the largest urban park in 
North America.  
 

Chipman Hill Suites 
(506)  693 1171 
Toll Free 877 859 3919 
suites@chipmanhill.com 
Chipman Hill Suites offers a wide variety of nightly accommodation options ranging from 
$79–$139. Weekly rates can be negotiated. Monthly rents range from $695–$3,200. 
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Many rooms have kitchenettes. Chipman Hill Suites operate out of several locations in 
uptown Saint John.  
 

Mahogany Manor 
220 Germain Street 
(506) 636 8000 or 1 800 796 7755 
http://www.sjnow.com/mm/ 
This Bed & Breakfast has five guest rooms ranging from $110 - $120 per night, which 
includes a full breakfast and off-street parking.  
Mahogany Manor is centrally located in uptown Saint John.  
 
Hotels & Inns 
Accommodation such as Hampton Inn & Suites and Holiday Inn Express are around 
$110 per night. The Delta Brunswick is around $189 per night.  
 
Hotwire 
www.hotwire.com 
Hotel rates using this tool for a one-night stay in May 2015 range from $63/night (one 
star) to $106/night (three and a half stars). 
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Appendix N: NSCAD course outline AHIS 4991 
Indigenous Self Rep 
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